Marketing Plan – Swansea and the Gower Peninsula
[bookmark: _GoBack]
Student name: Polly Thomas

Student number: 1800171

Course: Events Management 

Module: Leisure Marketing

Lecturers: Huw Thomas and Suzanne Wells




[image: ]




Contents page

Page 1 – Cover page

Page 2 – Contents page

Page 3 – 1.0 (Executive summary), 2.0 (Destination description), 3.0 (Situation analysis)

Page 4 – 3.0 (Situation analysis), 4.0 (Marketing segment), 5.0 (Marketing objectives)

Page 5 – 5.0 (Marketing objectives), 6.0 (Marketing mix), 6.1 (Product and Place), 6.2 (Price)

Page 6 – 6.3 (Promotion)

Page 7 – Summary

Page 8 – References

Page 9 – Appendix (SWOT analysis)

Page 10 – Appendix (PEST analysis and growth of tourism industry)

Page 11 – Appendix (itinerary)

Page 12 – Appendix (graph analysis of tourism increase)






















1.0 Executive summary

During this report, Swansea and the Gower Peninsula will be discussed and the destination will be described thoroughly introducing the topic. It will then be followed by the situation analysis which discusses Swansea’s surroundings and the internal and external factors, being the SWOT and PEST analysis. Leading on from this, the marketing element to the topic will be written about, discussing the market segment which explores families travelling domestically and will include travel figures. A marketing aim and three marketing objectives will be given to show the intended goal to reach by the end of the report, along with the objectives, which measure the goal of the aim. The marketing mix will also be discussed, which include the four p’s in marketing, which are product, price, place and promotion. These four p’s will analyse and discuss each factor in the itinerary. Finally, there will be a conclusion to the report, summarising the report in whole. This will then be followed by referencing for what was included during the report.  


2.0 Destination description (introduction)

The Gower Peninsula, based in Swansea Bay isn’t just an outstanding location, it’s also the UK’s first place in Britain to be named an Area of Outstanding Natural Beauty. The Peninsula is 19 miles long and starts at Mumbles and goes west, where walkers are able to admire the coasts simplicity and brisk waterfront walk. It’s mesmerising views also attract a number of surfers to the location, where they can enjoy the crisp water and beautiful beaches, including Rhossili Bay which was voted in the top four beaches in Britain for the last four years. Along with this, Gower’s surroundings also include cliffs perfect for coasteering and woodlands where you can explore. Sandy beaches and the rugged coastline attract visitors from all around the world, allowing them to explore the beauty of Swansea Bay.


3.0 Situation analysis

The Gower Peninsula in Swansea Bay is a popular location for the public and attracts many visitors all year round. There is plenty going on in the city including many activities perfect for families and young children, an example being the LC2, where there is a swimming pool, a spa and a café to enjoy after a full day of activities. 

The SWOT analysis conducted discussing strengths, weaknesses, opportunities and threats, which reinforce what Swansea’s Gower Peninsula has to offer and it’s downfalls of the area too. The strengths discussed included Swansea’s Rhossili Bay which was named the best beach in Europe for it’s superb location and outstanding beaches. This is a great location for families and young children to enjoy during the Summer time. Along with this Mumbles in Swansea was named the best place to live in Wales. The result of this is great for Swansea as more people will want to live in the area. There is also many activities available in the city for the public to partake in, such as the LC2. Lastly Swansea has a premier league football team which helps to instil a sense of community for the city as brings everyone together. Weaknesses of the city include bad weather which restricts the number of customers that will visit the destinations, visiting a city isn’t ideal for families and young children as it’s can get extremely busy and overcrowded which can affects a families visit. Along with this, there is a lack of advertising and promotional material in the city of Swansea. Opportunities include plenty of job availability, a well-respected University available in the city providing a broad spectrum of education, and along with a variety of activities being a strength, it is also an opportunity as there is plenty available including the LC2, museums and art galleries, and even a zoo. Lastly, in the SWOT analysis conducted the threats include terrorism as it’s a huge problem in cities and this effects the chances of people visiting the area as they will have this worry. Along with the bad weather being a weakness, it is also a threat as it once more restricts people visiting the area.

The PEST analysis conducted discussing political, economical, social and technological external elements in the world. In the political, Brexit was discussed as it is a huge political aspect and affects Britain as a country but Wales will be the most effected as it is said with more than 60% of exports going to the EU, it will be the most effected of the nations. Along with this the potential terrorist affects to all countries of the world from Isis disrupting the ways of the Western world and spread their idealism. Also the escalating situation between Britain and Russia is an aspect to the political elements. During the economical, it was discussed that there is an improved economic growth globally but it’s Brexit that is adding to the economic uncertainty for companies who have investments in Britain and those looking to export. Along with this, there are parts of the world, for example Africa, Western Asia and The Caribbean, due to the large number of their population experiencing poverty, they are not showing any economic growth. During the social element, it was not only discussed that the population of Britain is 65.64 million, but that overall around the world, poverty has improved as people are healthier and more educated as there is now improved healthcare which has drastically improved countries around the world in desperate need. For technological, there is access to the internet and booking availability which enables people to access everything needed online, along with this the improved technologies mean that people have become much better connected around the world. Lastly, improvements in technologies has had an impact on health care treatments hugely over the past few years. 


4.0 Marketing segment

The chosen target market is families with children under ten from the UK, meaning they will be travelling domestically to the Gower Peninsula. Families represent a large and growing market for the tourism industry. Travelling domestically as a family increases the bond and allows the family to grow closer together, and spending time together taking part in activities with each other will certainly do this. The Great British Tourism Survey 2015 shows that domestic travellers in Britain spend an average of £199 per visit and stay an average of 3.1 nights. 


5.0 Marketing objectives

“Marketing is not selling, as such. It was developed for selling. It is concerned with the needs and demands of potential customers. Selling is one of it’s ingredients, but that comes late in the marketing process. Selling focuses on the seller; marketing focuses on the needs of the buyer.”

Aim – to create a persuasive travel package to attract the chosen target market, families with young children under ten years old.

Objective – create an affordable travel package within a typical family’s budget
 
Objective – arrange activities that will interest the parents and children of the families

Objective – promote the activities to increase tourism in Swansea’s city

The aim, being to create a persuasive travel package in order to attract families is the final goal in order for the itinerary to succeed and the objectives are how to fulfil the aim. 



6.0 Marketing mix
6.1 Product and place

The target market for the itinerary is families with children under the age of ten years old. The activities during the itinerary include a tour around the Gower Peninsula, a walk on the coastline, a day at LC2, a day at Swansea’s Monkey and Ape Sanctuary, an afternoon at Mumbles, a day at the National Waterfront Museum and finally a picnic lunch at the Botanical Gardens at Singleton Park. Itineraries are useful for time management as you know exactly when the activity is taking place and when the next one begins. 


6.2 Price

The price for a family of four at the LC2 is £19 and £25 at the Ape and Monkey Sanctuary. These are only two activities from the itinerary that are at a charge, and a map will be provided at Singleton’s park for the Gardens at no charge too. PlusBus, a bus company in Swansea City charge adults £3 per day and £1.50 for children, therefore it will be £24 for adults and £12 for children which in total will amount to £36 for the transport over the weekend. This transport cost including the cost for the LC2 and the Ape and Monkey Sanctuary will amount to £80, including an admin cost for the weekend being 25% of the cost which is £20, amounting to £100 altogether. Along with this, the accommodation in the Vista Hotel in Llanelli charges £205 for two adults and two children for three nights with breakfast included, no prepayment and a free cancellation fee. In conclusion, with this £205 and the £100 for the activities and transport, the total package cost for the weekend will amount to £305 for the family. 

Total package cost = £305 



6.3 Promotion

Promotional leaflets and brochures could be used to advertise the activities listed, placed in Tourist Board sites and local attractions. Another form of promotion would be the local radio station in the city, along with advertisements in the local paper, allowing families in Swansea and the locality, along with those visiting the area, to see what’s available in the surrounding area. In addition to this, the activities could be promoted on the websites such as TripAdvisor and Wales Online to inform the browser of what the itinerary is offering to the public.






































7.0 Summary

To summarise, this itinerary has been designed specifically for the target market, being families with children under the age of ten. The report begins with an overview, summarising what will be written about and how it will relate to the itinerary. A destination description is then written based on Swansea’s Gower Peninsula and what the area has to offer. The situation analysis includes the SWOT and PEST analysis and discusses the strengths, weaknesses, opportunities and threats for the SWOT, and the political, economical, social and technological aspects for the PEST. Following this, the market segment is written through research on domestic families travelling to Swansea to take place in the activities chosen for the itinerary. Along with this, the marketing objectives include an aim of creating a persuasive travel package to attract the chosen target market, being families with young children under ten years old, followed by the marketing objectives which are, creating an affordable travel package within a typical family’s budget, arranging activities that will interest the parents and children of the families and lastly promoting the activities to increase tourism in Swansea’s city. Lastly, the marketing mix is discussed, being the four p’s, product, price, place and promotion where the itinerary is broken down and discussed thoroughly. This itinerary allows families and children to explore Swansea’s Gower Peninsula and it’s surroundings, enabling them to take part in activities primarily for the market type.
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9.0 Appendix

SWOT analysis - internal

	Strengths
· Swansea’s Rhossili Bay has been named the best beach in Europe and is a great location for families and young children to enjoy during the Summer time.
· Mumbles is also a good location for families visiting Swansea and has been named the best place to live in Wales.
· Swansea is a big city and there are plenty of activities for families to partake in, such as the LC2.
· Swansea has a premier league football team which helps to instil a sense of community.

	Weaknesses
· Bad weather restricts the number of customers that will visit the destination.
· A city isn’t ideal for families and young children as it’s extremely busy and can get overcrowded.
· Lack of advertising and promotional material in the city.


	Opportunities
· Plenty of job availability in the city.
· Swansea has a well-respected University providing a broad spectrum of education.
· Variety of activities available in the city including the LC2, museums and art galleries and even a zoo.
	Threats
· Terrorism is a problem as it effects people want to come to the area.
· Bad weather restricts the number of customers that will visit the destination.





PEST analysis - external

	Political
· Brexit is a huge political aspect and effects Britain as a country but Wales will be the most effected as it is said with more than 60% of exports going to the EU, it will be the most affected of the nations. 
· The potential terrorist affects to all countries of the world from Isis disrupting the ways of the Western world and spread their idealism.
· The escalating situation between Britain and Russia.
	Economical
· There is an improved economic growth globally but it’s Brexit that is adding to the economic uncertainty for companies who have investments in Britain and those looking to export.
· There are parts of the world, for example Africa, Western Asia and The Caribbean due to the large numbers of their population experiencing poverty, they are not showing any economic growth. 

	Social
· The population of Britain is 65.64 million.
· Overall around the world, poverty has improved as people are healthier and more educated as there is now improved healthcare. 
	Technological
· Access to the internet and booking availability.
· Improved technologies mean that people have become much better connected around the world.
· Improvements in technologies has had an impact on health care treatments. 



Growth of the world tourism industry -
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Headline trends in inbound tourism to the UK -
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	4 day itinerary 
	Morning
	Lunch
	Afternoon

	Day 1 (9th of June)
	All exclusive continental breakfast before beginning the days activities.
	Allowing the families and children to settle in to their accommodation, followed by a tour around the Gower Peninsula to get a feel for Swansea. Followed by lunch.
	Brisk walk around the Peninsula’s coastline followed by a three-course meal for dinner.

	Day 2 (10th of June)
	All exclusive continental breakfast before beginning the days activities. 
	A day at the LC2 in the swimming pool followed by lunch in the establishments cafe. 
	An afternoon at the indoor play area in the LC2 for the children whilst the parents supervise, however enjoy as they sit at the cafe. 

	Day 3 (11th of June)
	All exclusive continental breakfast before beginning the days activities.  
	A day at Swansea’s Ape and Monkey Sanctuary, allowing families to enjoy the full experience with a tour around the place and access to feeding the animals. Followed by lunch.
	A chilled afternoon at Mumbles followed by a lovely meal at one of Mumbles most popular restaurants, The Mermaid Café Bar and Restaurant.

	Day 4 (12th of June)
	All exclusive continental breakfast before beginning the days activities.
	Enjoy the final day exploring Swansea’s National Waterfront Museum along with cinema screenings and craft activities for the family.
	Take delight in a picnic lunch at Singleton Park, in the Botanical Gardens enjoying the final day in Swansea with the family before heading home.
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Tourism increase and prediction to grow -
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Headline Trends in Inbound Tourism to the UK
(2001-2011)

2001| 22.835 £11.306 £489 8.3 -£14.026
2002| 24.180 £11.737 £481 8.2 -£15.225
2003| 24.715 £11.855 £475 8.2 -£16.695
2004| 27.755 £13.047 £466 8.2 -£17.238
2005 29.971 £14.248 £471 8.3 -£17.906
2006| 32.713 £16.002 £486 8.4 -£18.409
2007 32.778 £15.960 £487 7.7 -£19.053
2008| 31.888 £16.323 £511 7.7 -£20.515
2009| 29.889 £16.592 £554 7.7 -£15.102
2010| 29.803 £16.899 £563 7.6 -£14.921
2011| 30.798 £17.998 £584 7.6 -£13.703
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